Television advertising and children :: processes and effects of a proposed model of the child-parent purchasing process. by Godowsky, Barry Martin
University of Massachusetts Amherst 
ScholarWorks@UMass Amherst 
Masters Theses 1911 - February 2014 
1973 
Television advertising and children :: processes and effects of a 
proposed model of the child-parent purchasing process. 
Barry Martin Godowsky 
University of Massachusetts Amherst 
Follow this and additional works at: https://scholarworks.umass.edu/theses 
Godowsky, Barry Martin, "Television advertising and children :: processes and effects of a proposed 
model of the child-parent purchasing process." (1973). Masters Theses 1911 - February 2014. 3507. 
Retrieved from https://scholarworks.umass.edu/theses/3507 
This thesis is brought to you for free and open access by ScholarWorks@UMass Amherst. It has been accepted for 
inclusion in Masters Theses 1911 - February 2014 by an authorized administrator of ScholarWorks@UMass 
Amherst. For more information, please contact scholarworks@library.umass.edu. 
UMASS/AMHERST * 
11111 III! I llllll 111! 1111 3120 66 ( CO r~\ o cn 00 00 ■'T h- 
FIVE COLLEGE 
DEPOSITORY 
TELEVISION ADVERTISING AND CHILDREN: 
PROCESSES AND EFFECTS OF A PROPOSED MODEL 
OF THE CHILD-PARENT PURCHASING PROCESS 
A Thesis 
By 
Barry M. Godowsky 
Approved as to style and content by: 
Sawyer (Chairman of Co? xtee) 
PA 
irl Dennler (Acting Associate Dean, School of 
Business A&ninistration) 
J/ J /7 JY7^ 
Monroe (Member^ /. 
Dr.yJj^seph/auiltinan (Member) 
1973 
(Year) 
September 
(Month) 
in 
ACKNOWLEDGEMENTS 
This thesis could not have been completed in its present form 
without the experience and guidance of my thesis committee. Professor 
Alan Sawyer, my committee chairman, helped me to perceive and develop my 
original interest in the material discussed below, and with the help of 
Professor Kent Monroe and Professor Joseph Guiltinan, this interest was 
placed into perspective and molded into a workable thesis project. All 
three men helped to shape the final draft with constructive criticism, 
and suggestions for improvement. But more important than their specific 
contributions, was the experience that I gained from working with them. 
For this I am truly grateful. 
I would also like to thank Professor Tim Meyer for his encour¬ 
agement and cooperation. His keen insights in this subject area were 
quite useful. 
Ms. Roberta Dorris patiently typed the final manuscript. I 
am very grateful for her time and skillful effort which enabled the 
project to be most favorably presented. 
I would like to express my appreciation to Ms. Susan Grant, 
who designed the finished model diagram in this text. 
A final thank you goes to my fiancee, Ms. Deborah Myers. Her 
patience and cooperation throughout this entire undertaking will always 
be remembered. 
TABLE OF CONTENTS 
Page 
ACKNOWLEDGEMENTS. tTT 
CHAPTER I - RESEARCH PROBLEM. 1 
Introduction and Background. 1 
Highlights of F.C.C. Panel Discussions. 2 
F.T.C. Hearings. 6 
Need and Purpose of Research. 9 
Specific Research Objective. 10 
ummary. 11 
CHAPTER II - RESEARCH VARIABLES. 14 
Child-Parent Buying Model. 14 
Variable Definitions. 14 
CHAPTER III - TELEVISION ADVERTISING AND CHILDREN. 18 
Television Advertising Research. 18 
Learning From Television. 21 
Audience Involvement. 27 
Summary. 28 
CHAPTER IV - MEDIATING FACTORS RELEVANT TO THE CHILD- 
PARENT BUYING PROCESS. 32 
Cognitive Development. 32 
Piagetian Stages. 32 
Incidental Learning and Cognitive Development. 37 
Summary. 38 
Environmental Variables. 40 
Social Class. 40 
Store Variables. 43 
Product P ic . 45 
Summary. 46 
Peers and Parents. 47 
Summary. 52 
Parents and the Yield-No Yield Decision. 54 
Parent's Trust in Commercials. 56 
Children's Expectation of Successful Influence. 57 
Summary. 59 
CHAPTER V - SUMMARY AND CONCLUSIONS. 61 
REFERENCES 69 
1 
CHAPTER I 
INTRODUCTION AND BACKGROUND 
One of the controversial social questions of our time involves 
the role of television advertising to children and whether or not the 
federal government should take steps to alter the content,to more 
strictly regulate, or to completely ban commercials from children's 
programs. The importance of the problem and the seriousness of the 
action implied, requires that primary consideration be given to a 
conceptualization of the charges against children's television adver¬ 
tising. It has been charged that children may become cynical or mis¬ 
trustful, not only of commercials, but also of their parents and of 
other authoritative figures. Specifically, charges refer to arguments 
with parents, to a lowering of faith in the free enterprise system, and 
to vanity and selfishness as harmful outcomes of commercial practices.(44) 
It is also charged that the child may become materialistic, choosing 
products for their flashiness, and demanding whatever is put before 
them without thought for the comparative merit of products. Specific 
charges refer to non-nutritional choices of food products, to toy 
choices, and to clothing choices based on fantasy associations and to 
exaggerations of minor aspects of products as other outcomes of 
commercial practices. (44) 
On October 2, 1972, the Federal Communications Commission (FCC) 
began a series of public panel discussions on children's T.V. pro¬ 
gramming and advertising. Called largely in response to a petition 
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filed by Action for Children's Television (ACT) almost three years ago 
calling for a ban on T.V. advertising to children, the three-day talks 
ended in a stalemate with no conclusions and no solutions in sight to 
the problem. FCC Chairman, Dean Burch commented that his seven-member 
commission had heard "a very mixed bag of opinions on a very difficult 
and perplexing problem." Richard Wiley, a member of the commission, 
noted that more discussions and study were needed. (1) 
Highlights of the FCC Discussions 
A very brief summary of the FCC panel discussions (October, 
1972) follows: Peggy Charren, president of ACT, told the FCC that 
"children should not be told that they need a product by the people 
who make the product." Joan Gang Cooney, president of Children's 
Television Workshop, producer of "Sesame Street", pointed out that the 
"prime consideration should be what's good for the children, not the 
networks and business. We're the only country that looks at it from 
the business point of view." (1) 
Advertisers and manufacturers saw the issue differently. A 
marketing executive for General Foods contended that children's 
commercials aided mothers. "We bring the child to the breakfast table 
and encourage him to eat foods," he said. "Cereals don't taste good 
by themselves." A vice-president from Ogilvy and Mather ad agency 
argued that mass-selling supported mass-production and "it would be 
a disservice to the children" if ads were banned. (1) 
Hosts of children's shows brought up the issue of parent 
responsibility. Robert Keeshan, better known as Captain Kangaroo, 
stated that unless the parent-advocate monitored his child's viewing 
habits, it would not matter what action the FCC took. "The problem 
is not quality, but how do you get children to stop watching T.V." 
Another children's T.V. program hostess, Lorraine F. Lee-Benner from 
Charleston, South Carolina, admitted that she sold products on her show 
that she would not let her own daughter have. She claimed it was the 
parents' responsibility to say no. A housewife attending the public 
discussions retorted that "While some parents do make the T.V. their 
babysitter", that was no excuse for producing bad shows and "manipu¬ 
lating children to buy, buy, buy." (1) 
The petition filed by Action for Children's Television, calling 
for a ban on advertising on children's television, went into the second 
round of FCC panel discussion on January 9-11, 1973. The question was 
still unresolved. Excerpts from the second round of hearings follows. 
A study done for ACT by Dr. William Melody, University of 
Pennsylvania's Annenberg School of Communications, concluded that 
"children's television programs could be aired with no commercials in 
five to seven years without financial hardships to broadcasters." Fi¬ 
nancing would instead be provided by a combination of institutional 
advertising, government funding, and private underwriting. Robert 
Choate outlined a variety of steps the FCC could take short of banning 
ads outright. These steps included: forming a children's Television 
Broadcast Center for jointly sponsored and simultaneously aired shows, 
establishing a Children's Television Code and putting the public in 
charge of what their children see, stimulating research into children's 
reactions to television commercials, and banning or requiring warnings 
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on hazardous substances advertised to children. (2) 
Warren Braren, representing the National Citizens Committee 
for Broadcasting (NCCB), Consumer Federation of America (CFA), and 
Consumer's Union (CU), called for action to involve the public in 
regulation of children's television. He stated that the NCCB prefers 
"to see no commercials aired on children's programs." If, however, 
this is completely unfeasible, NCCB suggests that the FCC adopt policies 
limiting commercials to 8 minutes an hour, limiting commercial breaks 
to not more than two an hour during children's programming, and dis¬ 
allowing cartoon characters that are featured on children's programs 
from appearing in commercials. (2) 
Opposing arguments by representatives of broadcasters and 
advertisers stated that ACT proposals were "impractical if not illegal", 
and that the industry should regulate itself, that local live children's 
television could not survive without host selling, that good programming 
cannot be legislated, and that the ACT proposal rested on several 
"fallacious assumptions" such as, advertising to children is bad and 
unsponsored programs will attract children. Spokesmen for the toy 
industry pointed out that commercials aimed at young children were not 
harmful because they were part of the maturing process to control the 
desire for material things, and that "children are often less gullible 
and more perceptive than parents". Lorraine F. Lee-Benner observed: 
"Intelligent parents are aware that it is certainly more appetizing to 
have advertisers pay for free television in contrast to tax-supported 
government-controlled T.V.". (2) 
The opinions presented to the FCC panel by broadcasters. 
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advertisers, and consumers are followed by a brief discussion of what 
has already been done by the business community in reaction to this 
issue. 
Last year (1972), in response to criticism of advertising 
practices which affect children, the Review Board of the National 
Association of Broadcasters amended its T.V. Code to reduce by 25% the 
time devoted to commercials and other non-program material during 
weekend television programs designed mainly for children. This meant 
that the amount of non-program time in children's programs shown 
between 7:00 A.M. and 2:00 P.M. on Saturdays and Sundays would drop 
from 16 to 12 minutes per hour. In addition, the amended T.V. code 
specified that hosts of children's programs or the "primary cartoon 
characters" featured in such programs would not be used to deliver 
commercials within or adjacent to such: programs. The T.V. code also 
barred them from endorsing a product while leading into a commercial. (51) 
Some companies have responded by incorporating educational and 
"socially desireable" themes in product advertising aimed at children. 
For example, breakfast cereals are sometimes sold in the context of 
messages about egology. A few companies have provided funds for public 
television programs, such as the widely acclaimed "Sesame Street". A 
slide acknowledging sponsorship at the conclusion of the programs is the 
only mention of the company. Still other companies have supported 
consumer education programs which are administered through school 
districts. (50) 
A somewhat different tactic has been employed by other indi¬ 
viduals in the business community. Some companies that advertise 
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directly to children via network or spot television have dropped 
sponsorship of Saturday morning programs - the major target of 
consumerists - and now buy early weekday evening prime time. A major 
toy company shifted eight million dollars of advertising billings in 
this manner. (1) In so doing, the commercialsreaches not only children, 
but also parents, who are the ultimate buyers of most goods advertised 
to children. 
While the pros and cons of children's T.V. commercials are 
being discussed, millions of advertising dollars, directed specifically 
to the childhood audience, are being spent, and the trend is rising. 
The total advertising budget for Fischer-Price Toys, Inc., the leading 
company in the United States toy industry, has risen from $200,000 in 
1969, to $3,000,000 in 1973. (Hard sell television campaigns for fad 
toys have been cited as a major contributing factor for their success.)(23) 
If children's T.V. advertising is harmful to child viewers, the situation 
is getting worse. 
The Federal Trade Commission (FTC) Hearing 
In 1971, the Federal Trade Commission conducted hearings on 
the claims concerning the effects of television programming on children, 
especially aspects of advertising. Included in the investigation were 
the manipulative aspects of children's advertising, the delusive infor¬ 
mation viewed by the child, and the level and amount of information 
disseminated to the child. The FTC sought to isolate the kinds of 
information which would be needed to support a finding that specific 
types of advertising appeals are potentially harmful to children. They 
were also interested in the question of whether children should be 
regarded as a separate group in developing advertising standards. (37) 
Manipulative Aspects: Concerning the issue of manipulative 
aspects of children's advertising, Sarson (13) claimed that the purpose 
of a product advertisement was usually to sell the product to the viewer 
But since children usually do not have money for a purchase, the child 
becomes a surrogate salesman pressuring the parent into buying the 
product. She cited this to be unfair to both the child and the parent, 
and also potentially damaging to the parent-child relationship. In 
addition, Condry (13) also criticized advertisers who attempt to delib¬ 
erately bypass the parent when manipulating the child. (37) 
Delusive Information: On the issue of delusive information, 
Choate (13) claimed that food advertisers were selling food products 
of unknown nutritional value. He suggested that the "constant advocacy 
of sugar to those in the age group of 2-12 years cannot help but undermi 
the cautions of any parent, and cannot help but inculcate in children 
an urge to sweeten almost every food he eats." (13) One consequence 
of this high sugar intake is to produce a larger group of people 
vulnerable to diabetes. Sarson also added that the intent of these 
advertisements was to appeal to the child's "fondness for sugar, to his 
need to be as big or strong as his peers, or to his passion for pre¬ 
miums." (13) Condry (33) maintained that commercials transmitting 
dishonest information are destructive to the child's development. He 
concluded that "children are told that a certain candy is worthwhile 
because it gives them 'energy to burn', or as in an ad for Seal test 
ice cream, that 'ice cream is good for you'". (33) He stated that the 
8 
claims are true to some extent, but not enough, for candy is a poor 
source of energy to burn, and ice cream is not as good as other things. 
He concluded that "it is not that children should not eventually be 
exposed to misleading claims - but parents cannot cope with such a 
massive amount of it." (33) Choate (13) also concluded that the 
country is interested in nutrition today, but the educators and parents 
cannot stand up against the onslaught of misinformation provided by 
television commercials. (37) 
Product Information: As to the issue of product information 
to be disseminated to children, Barcus (13) suggested that toy adver¬ 
tising should include more concrete information, such as the material 
used in the product, its size, how it works, the expertise required 
in using it, the age group it was designed for, its durability, and 
where it can be purchased. He commented that "if one assumes that 
there is an interest in creating good consumer habits, the child, as 
well as the parent, should be asking such questions." (13) He claimed 
that the ommission of vital product information was a "striking feature" 
of most of the toy commercials viewed. (37) 
The Industry View: The industry view of children's advertising 
was supplied by the Toy Manufacturers of America and top officials of 
advertising agencies involved in children's television. The contention 
of one agency president, Helitzer (3), was that the primary control of 
children's interest in advertising and marketing did not rest exclusively 
with the manufacturers, or with any government agency, but with the 
parents. Helitzer stated that parents have two mechanisms of control: 
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1) Simply turning off the switch. 
2) Simply say no. 
He claimed that parents are abdicating their responsibilities and attempt 
to pass it off on others. The advertising agencies obviously do not see 
the children as surrogate salesmen, and they do not seem to feel that 
there is a harmful parent-child affect derived from parents constantly 
saying "no" to their children. (37) 
The scant literature available on the effects of television 
advertising on children could be used to support almost any point of 
view, and based on the claims and counterclaims presented above, it 
would appear as though it did just that. No organized framework from 
which to guide future empirical research was offered. No decisions or 
committments have as yet been made. 
Need and Purpose of Research 
In light of the scarce amount of existing research in the 
area of children's television advertising, it is not surprising that 
such an important social question can be posed and left unanswered. 
However, before sound policy decisions can be made about this issue, it 
is necessary to investigate the entire scope of T.V. advertising effects 
on children. Based on their subjective biases, critics and supporters 
of T.V. advertising appear to make different assumptions concerning 
these effects. The outcome of which is a drastic difference of opinion. 
The purpose of this research project is to view the entire child-parent 
purchasing process as a series of dynamic processes, and to thus identify 
the role of children's television advertising as just one factor in that 
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series. Trying to legislate decisions regarding the role of children's 
T.V. advertising assumes a knowledge of the entire purchasing process, 
starting when the child recognizes a need or desire for a particular 
product, and finishing when the subsequent purchase of that product is 
made. The implicit assumption in this statement lies simply in the fact 
that children's needs and desires are not determined in a vacuum, but 
rather in a complex real life environment. Thus, to understand the 
relative importance of T.V. advertising as one variable influencing the 
consumer desires of children, it becomes necessary to pinpoint all of 
the relevant factors in the overall purchasing process, and to understand 
how they, too, are involved. 
The existing research on children and the mass media provide 
one basic guideline from which television advertising researchers can 
benefit. Donald F. Roberts and Wilber Schramm stated: 
"Perhaps the most important conclusion emerging from 
the research on children and the mass media is that 
media effects on children are contingent on how 
children use the media. They decide if, when, and to 
what they will attend; they interpret, accept, and 
dispose according to their own abilities and needs. 
Because of the diversity among children in talents, 
desires, and personalities, we cannot ask the straight¬ 
forward question, 'What are the effects of the mass 
media on children?' Rather, we must ask, "Which 
media, under which conditions, lead to which effects, 
among which children?' It is the picture of an active 
child, bringing to the media the sum of his experiences, 
abilities, and needs, and taking from the media what 
he can and will, that we must attempt to sketch." (34) 
Specific Research Objective 
This thesis is concerned with identifying those factors which 
seem most relevant to the buying process of children as they attempt to 
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influence the purchases of their parents. These factors are systematically 
arranged in a way that seems logically descriptive of the child-parent 
purchasing process, and they are individually explored as inputs to this 
overall phenomenon. Because this is not an empirical investigation, 
questions and hypotheses will be offered, and supported from a theoretical 
standpoint with existing research. The subsequent analysis of the 
theoretical framework will provide an organized basis for further 
empirical study which will hopefully lead to more socially beneficial 
public policy decisions from both business and government. 
Summary 
This chapter points out the charges levied against children's 
T.V. advertising and also provides a short discussion of both the F.C.C. 
and F.T.C. legislative investigations, which relate to those charges. 
The indictment of children's T.V. advertising has resulted, in part, 
from pressure exerted by a Boston based organization known as Action 
for Children's Television (A.C.T.). The charges that have emerged from 
A.C.T., and other concerned parents and legislators have consisted 
primarily of parent-child arguments, a lowering of faith in the free 
enterprise system, vanity, and selfishness. In addition, it is supposed 
that children may become materialistic, and choose products for their 
flashiness without giving thought to the comparative merit of products. 
The recent (1973) F.T.C. panel discussions concerning the 
effects of children's T.V. advertising presented arguments for and against 
the use of T.V. advertising to children. These discussions consisted of 
the opinions of the people represented, with little empirical research 
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cited to support them. Basically, opponents of children's T.V. adver¬ 
tising complained that children were being manipulated into buying, while 
advertisers felt that parents were abdicating their responsibilities 
and passing them on to others. 
Responding voluntarily to criticism of children's T.V. adver¬ 
tising, the reviews board of the National Association of Broadcasters 
amended its T.V. Code to reduce by 25% the time devoted to commercials 
and other non-program material during weekend television programs 
designed for children. In addition, the code specified that hosts of 
children's programs or the "primary cartoon characters" featured in such 
programs would not be used to deliver commercials within or adjacent to 
such programs. The T.V. Code also barred them from endorsing a product 
while leading into a commercial. 
Individual companies have also responded by incorporating 
socially desireable themes into their T.V. ads aimed at children, and 
also by providing funds for public television shows which do not permit 
commercial interruptions. Another corporate approach to the problem has 
been to shift advertising dollars from Saturday morning programs - the 
major target of commercials - into early weekday evening prime time. 
The 1971 Federal Trade Commission hearings concerning the 
effects of television programming and advertising on children included 
a number of relevant topics to consider. Specifically, legislators and 
researchers discussed the manipulative aspects of children's advertising, 
the delusive information viewed by the child, and the level and amount of 
information disseminated to the child. As was the case in the F.C.C. 
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discussions, the F.T.C. hearings were unable to produce any firm committments 
or decisions concerning children's television advertising. 
The purpose of this thesis is to analyze children's television 
advertising as one factor affecting the overall child-parent purchasing 
process. Given the fact that children's needs and desires are not 
determined in a vacuum, but rather in a complex environment, it seems 
most logical to theoretically examine the effects of T.V. advertising on 
children by viewing them in light of the many other variables that might 
mediate those effects. For this reason, a descriptive model of the entire 
child-parent purchasing process is proposed with an analysis of the 
individual factors that enter into that process. This analysis is to be 
conducted by reviewing the existing empirical research that relates to 
the factors presented in the child-parent buying model. Implications, 
questions, and suggestions for future research are provided throughout 
the text. It is hoped that beneficial public policy decisions from 
both business and government will result from future empirical research 
projects. 
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CHAPTER II 
RESEARCH VARIABLES 
The research variables examined in this study are arranged 
into an orderly structure labelled the Child-Parent Buying Model (see 
Figure 1). They will be explored in depth throughout this text. Defini¬ 
tions of the research variables in the child-parent buying model are 
presented to provide an insight into the scope of this project, and the 
meaning of the individual factors associated with it. Those variables 
in the model which are self-descriptive are omitted. 
Purchase Influence Attempt: This is defined as the child's 
direct and specific request for a particular product or particular 
brand of product. Conceptually, purchase influences would seem to 
encompass a larger realm, above the limits defined as directly and 
specifically for particular products or product brands. However, if the 
child's influence attempts cannot be accurately measured, validity is 
lost and the worth of the research is negligible. For these reasons, a 
more easily recognizable criterion is proposed. 
For example, if a child asks for "Pink Panther Flakes" (a 
brand of breakfast cereal) or ice cream for dessert, or any other identi¬ 
fiable product, it should be considered a purchase influence attempt. 
However, if a child should ask for the "thing he saw on T.V.", and if 
he cannot remember what it was, or if the parent cannot understand what 
he is saying, then, for the reasons stated above, this should not be 
considered a purchase influence attempt. 
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Parent Yielding: When a direct and specific request for a 
particular product or brand of product on the part of the child is 
subsequently purchased by the child's parent, it is considered a 
successful child purchase influence attempt, and will be described as 
an instance of parental yielding. Of added concern is the situation 
where the child makes a purchase influence attempt and for reasons beyond 
the parent's control, the subsequent purchase cannot be finalized. Lack 
of adequate transportation to reach the store, or out-of-stock situations 
are both examples that would nullify cases of parental yielding. Thus, 
in order to be defined as yielding, the final purchase must be made. 
Stages of Cognitive Development: Jean Piaget's theory of 
cognitive development will be used to characterize children in this 
study. While this factor is necessarily broad and somewhat vague, one 
can hypothesize, in general terms, that a child's perceptions and 
understanding of promotional messages would tend to be similar to 
developmental trends of those Piaget has identified in his assessment 
of a child's understanding of his environment. A more complete dis¬ 
cussion of Piaget's theory of cognitive development is presented later. 
Peer Pressure: This is a sociological concept that posits the 
need in people to conform to the norms of their reference groups. A more 
complete discussion is presented in the text. It is presented in the 
model as an input to children's influence attempts and attitudes. 
Learning Outcome: This variable is presented as a guage of 
the learning that takes place when children are exposed to televsion. 
In terms of T.Y. commercials, this would include advertising content, 
such as brand name, product price, and distribution information, as well 
as the learning associated with modeled behaviors. 
Social Utility: This factor explains one of the functions that 
T.V. exposure has for children. It is assumed that children view T.V. 
commercials as something more than just an advertisement for a product. 
■It is proposed that children talk about commercials for their enter¬ 
tainment, value, humor, as well as for their informational value. Thus, 
it is viewed as another by-product of T.V. exposure. 
Environmental Input: This category is concerned with two 
broad and distinct situational factors associated with the buying 
process: A) buyer's social class differences, and B) marketing variables 
i.e., product type, product price, store characteristics, and location. 
It is presented in the model as affecting both children's influ 
ence attempts as well as the parental purchase decision. 
Parental Child-Rearing Practices: This variable is considered 
as an input affecting the yield-no yield decision that follows a child's 
purchase influence attempt. It is also assumed that parents play an 
important role in shaping the product preferences of their children; 
therefore, the parental input must also be considered as a factor 
affecting the child's influence attempts. 
Parents' Trust in T.V. Commercials: (self-explanatory in 
this study). 
Child's Trust in T.V. Commercials: (self-explanatory in 
this study). 
Child's Expectations of Successful Influence: This is a 
psychological variable used to explain the frequency of children's 
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influence attempts. It is explored in terms of psychological reinforcement 
theory under the assumption that parental yielding to a child's influence 
attempts is reinforcing to the child and thus, is related to subsequent 
influence attempts. 
T.V. Exposure: (self-explanatory in this study). 
CHAPTER III 
TELEVISION ADVERTISING AND CHILDREN 
Television Advertising Research 
Television advertising is presented in the child-parent buying 
process as one factor affecting the consumer desires of children. However, 
understanding the complex nature of television advertising effects re¬ 
quires a wide range of investigation. For this reason, a research over¬ 
view is presented which focuses on specific T.V. advertising studies, 
and general mass communications research which seem relevant to the 
children's television advertising issue. 
Of the few existing research studies published, Scott Ward's 
work is perhaps the most comprehensive, providing baseline data on the 
effects of television advertising on children. While he makes no attempt 
to integrate the individual studies of his overall project into an 
explanatory model, they do serve to describe the type of research that 
has been done in the past as well as give promise for future research 
possibilities. 
The first study deals with children's reactions to T.V. ad¬ 
vertising in terms of their cognitive development. Tentative conclusions 
suggest that children's responses to television advertising become 
increasingly differentiated and complex with age. Children progress 
from confused perceptions of commercials (i.e., not discriminating 
between program and commercials, not between advertisements and their 
products) to beginnings of cynicism about advertising and perceptions 
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of the intent of advertising by second and fourth grade. By sixth grade, 
well-developed attitudes have been formed; children respond to T.V. ad¬ 
vertisements in terms of the message, and they evaluate advertised 
products in terms of the products' relevance to them. (49) 
Concerning children's attention to television advertising, 
findings indicate that children do not automatically "tune in" to 
commercials, as one popular criticism of T.V. advertising suggests. In 
fact: 
" Selectivity in viewing commercials increases with 
age, but processes of commercial watching are highly 
complex." (49) 
Generally, paying full attention to commercials decreases with 
age, although the viewing situation, characteristics of television stimuli, 
the child's prior attention to programming, and personal characteristics 
all affect children's attention to commercials. Further, all children 
seem to pay more attention to programming than adults, but the drop in 
attention during commercials is not as great for adults. The drop in 
attention is greatest for older children, least for youngest children. (49) 
The third study deals with the intra-family impact that T.V. 
advertising has on children's behavior. More specifically, do television 
advertisements stimulate children's desires for advertised products, and 
do children then engage in behaviors aimed at acquiring these products? 
"Mothers perceive that television advertising 
influences their children, and they estimate 
commercials' effects by the frequency with 
which their children attempt to influence 
purchases." (49) 
The reasoning in the above quotation appears to be that, the 
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more children asked for products advertised on T.V., the more advertising 
influences their children. However, even placing strict restrictions on 
T.V. viewing does not seem to inhibit purchase influence attempts, 
suggesting that television advertising is not the sole cause of such 
interpersonal influence attempts. 
It therefore seems likely that T.V. advertising is just one 
input into a complex child-parent buying process. The fact that television 
plays an important role affecting that process is not disputed. However, 
other major factors depicted in this study which may influence the 
consumer behavior of children should also be considered. 
Investigation into the area of adolescent attitudes toward 
television advertising is next explored: 
"Adolescents hold negative attitudes toward 
television advertising, and there are only 
slight differences between black and white 
adolescents." (49) 
Generally, adolescents are reported to be quite distrustful 
toward T.V. advertising, feeling that commercials are not straightforward 
and are often hypocritical. Cigarette advertising, still aired at the 
time of Ward's research, was especially disliked, while advertising of 
drug and patent medicines was particularly liked. Humor was cited as 
the reason for the high popularity in the drug and patent medicine 
product category. Of interest is the fact that most adolescents like 
advertising for stylistic entertainment reasons, not because commercials 
are seen as helpful or informative. On the other hand, the bases of 
their negative attitudes are along dimensions of trust, honesty, and 
straightforwardness. (48) These findings support the fact that exposure 
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to T.V. advertising affords children more than just product information 
from which to make purchase influences. 
The final study in Ward's overall project deals with family 
and media influences on adolescent consumer learning. 
"Adolescents acquire consumer attitudes and 
skills from television advertising. Such 
consumer learning occurs as a function of 
the quality of television advertising, more 
than the quantity of media use." (49) 
Understanding the broad effects of television advertising among 
adolescents requires an understanding of the context of advertising 
communication for adolescents. This context reflects the adolescent's 
growing interest in adult roles and activities, and relevance of 
television advertising to those associated consumer roles and activities. 
Ward's specific interest is in knowledge of advertising, general cognitive 
orientations (attitudes toward advertising and materialistic attitudes), 
and buying behavior, as aspects of consumer attitudes and skills. The 
research data collected suggest that, beyond verbal attitudes toward 
television advertising which are generally negative and cynical, 
adolescents do learn from television advertising and this learning is 
related to developing skills and attitudes relevant to consumer roles. (49) 
Learning from Television 
In a study designed to assess some of the learning outcomes of 
exposure to a relatively large number of commercials, Thompson attempted 
to show how children differed in: 1) their understanding and knowledge 
of the conuiercial, 2) their acceptance, as fact, of the commercial, and 
3) their use or desire to use the advertised product. He investigated 
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these reactions in terms of intelligence, socioeconomic status, school 
achievement, and the amount of television viewing. His major findings 
were that a third of the children tended to confuse the trade names of 
the product advertised. Knowledge of, and understanding of the content 
of commercials were higher among the more intelligent children who 
spent more hours viewing. Acceptance of the argument of a commercial 
was correlated with the number of hours spent viewing; intelligence had 
little or no!effect on this relationship. The children, as a group, were 
generally not users for many of the advertised products. However, use 
was positively correlated with the number of hours spent viewing. Thompson 
concluded that the product use was positively correlated with knowledge 
about, understanding of, and acceptance of the commercial, and that the 
relationship was independent of the number of hours spent viewing. 
However, this independent relationship was contingent upon a minimum 
amount of viewing, which would acquaint him with the commercial. (45) 
This finding is consistent with Ward's conclusions about consumer 
learning. (Ward points out that consumer learning occurs as a function 
of the quality of television advertising, more than the quantity of 
media use.) 
A discussion of television's teaching ability for children in 
a consumer context is limited due to the scarce amount of published 
research. Perhaps this is due to the nature of the advertising industry, 
for research is regarded as having competitive value and is therefore 
confidential. However, much research on observational learning from the 
media has been focused on children's responses to the portrayal of 
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violence. While these studies are not related to a buying context, they 
may be helpful in understanding how television commercials affect 
children. 
Based on a number of experiments. Dr. Albert Bandura, Professor 
of Psychology at Stanford University, has concluded that "televison 
violence increases the probability that actual violent behavior will 
occur." (56) In one of these experiments, a group of preschool children 
watched a real-life adult treating a large Bobo doll with brutality and 
violence. A second group watched the same action on film. A third 
group served as a control, not being exposed to violence either in real 
life or on screen. Next, all three groups were given a large variety 
of toys to play with. Some of the playthings were aggressive - a mallet, 
a pegboard set, guns, a tetherball. Others were nonaggressive - a tea 
set, crayons and coloring paper, dolls, animals, trucks. Among them was 
a Bobo doll, exactly like the one that had been mistreated by the adult. 
Eighty percent of the children exposed to the adult violence 
in real life or on film proceeded to duplicate that violence against the 
doll. The children who had seen the film were more violent than those 
who had watched the real life violence. None of the "control" group 
engaged in the aggressive play at all. (56) 
Shortly after Bandura's study was published, the television 
industry issued a statement, "Commentary on Bandura's Look Article", 
calling his conclusions into question on the interesting ground that 
the children had been studied "in a highly artificial situation", since 
no parents were present either when the television set was on or when 
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the aggressive behavior was observed. Bandura was also criticized for 
using a Bobo doll (which is made to be struck), and for failing to do 
follow-up of his subjects after they left the laboratory. However, 
evidence for the relevance of Bandura's laboratory findings to "real 
life" comes from a subsequent field study by Leonard Eron, now at 
the University of Iowa. In a sample of more than six hundred third 
graders, Eron found that the children who were rated as most aggressive 
by their classmates were those who watched television programs involving 
a high degree of violence. (11) 
In another study, Bandura, Ross, and Ross randomly assigned 
eighty nursery school children to one of the following groups: aggressive 
model - rewarded, aggressive model - punished, a control group shown 
highly expressive but nonaggressive models, and a second control group 
which had no exposure to models. According to the theory of vicarious 
reinforcement, it was predicted that children who observe a model amass 
highly desired reinforcers through aggressive behavior will display more 
imitative and non-imitative aggression than children who see the model 
punished for exhibiting aggressive responses. The hypothesis is that 
imitation is partly dependent on response consequences to the model. This 
did, in fact occur. Children who witnessed the Aggressive Model-Rewarded 
showed more imitative aggression and preferred to emulate the successful 
aggressor than children in the Aggressive Model-Punished group who both 
failed to reproduce his behavior and rejected him as a model for emulation.(4) 
At what age do people become immune to violence on the screen? 
Professor Richard Walters of Waterloo University in Canada, and his 
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associate, Llavellyn Thomas, showed two movie films to a group of thirty- 
four year old hospital attendants. Half were shown a knife fight between 
two teenagers from the moving picture, "Rebel Without a Cause"; the 
other half saw a film depicting adolescents engaged in art work. Sub¬ 
sequently, all the attendants were asked to assist in carrying out an 
experiment on the effects of punishment in learning. In the experiment, 
the attendants gave an unseen subject an electric shock every time the 
subject made an error. The shock lever had settings from one to ten. 
To be sure the "assistant" understood what the shocks were like, he was 
given several, not exceeding the fourth level, before the experiment. 
Each assistant was left to make his own choice about the level of shocks 
to be administered. Those attendants who had seen the knife-fight film 
gave significantly more severe shocks than those who had seen the art 
work film. The same experiment was repeated with twenty year old women, 
and a third time with fifteen year old boys. The results were consistent 
with the original study. (11) 
How does modeling differ from imitation? Why view modeling 
studies based on aggression when considering the effects of T.V. adver¬ 
tising? The answer to the first question is provided in the above 
experiment by Walters concerning the power of the knife scene from the 
film "Rebel Without a Cause". The outcome measure in these studies was 
the severity of the shock which the subject administered to the alleged 
"learner" behind the screen, not the subject's use of a knife in attacking 
a personal rival. In other words, at the level of concrete action, the 
subject was not imitating the behavior of the teenagers in the film. 
Rather, he was taking on their expressed motivations as a model for his 
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own, and then adapting his concrete actions to the conditions of a new 
and different situation presented by the fictional experiment. In short, 
modeling goes beyond mimicry in employing the adaption of behaviors 
which are symbolic equivalents of the behavior engaged in by the model. 
Although many of the particular acts exhibited by the subject are identical 
with those of the model, many others are not, but they express the same 
mood. (11) This fact is clearly demonstrated in the above study in which 
a distinction was made between imitative and non-imitative behavior. (4) 
Virtually all of the research experiments on modeling have 
dealt with aggressive behavior. To clarify the nature and range of the 
phenomenon, it would be necessary to study modeling experiments aimed 
at a wide variety of behaviors. Research has been done on the question 
of whether the modeling process applies to situations other than what 
might be considered the disinhibition release or control of suppressed 
desires. Bandura, Ross, and Ross point out that a model punished has 
the effect of suppressing the behavior in question, and this inhibition 
occurs even when the model is first seen being rewarded and then 
punished. (4) In a different sphere of study, a series of experiments 
have illustrated the ability of a model to induce the adoption of a 
high standard of self-reward, even when doing so results in a lowered 
opinion of oneself. (28) Finally, Mischel demonstrated that watching a 
model postpone receiving a reward for performance led the subject to 
display similar deferral of gratification. (5) 
The studies discussed on modeling behavior seem to hold 
implications for the way in which children are affected by television 
commercials. If empirical studies can show that children release or 
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control suppressed desires in a general research context, perhaps further 
experiments might point out the effects of modeled behavior in a buying 
context. Certainly this analogy by assumption is theoretically possible. 
Commercials on T.V. continuously portray individuals characteristic of an 
intended target audience engaging in behaviors which the advertiser hopes 
the viewer will emulate. Children's television commercials are no ex¬ 
ception. The child viewer often sees children his own age in an envious 
situation, having a "wonderful" time using or eating the advertised 
product. While viewing these types of commercials on a daily basis may 
or may not induce complete imitation, it does seem possible that children 
would be inclined to emulate the behavior of the models depicted on TVV. 
Hence, it appears that one basis for these commercials rests with the 
assumption that in order to actually perform behavior analagous to 
that seen on T.V., the child must posses his/her own product. 
William Wells pointed out some observations about the way in 
which children influence the purchases of their parents. He noted that 
children influence purchases in many different ways and it is important 
to understand the form of the influence, such as personal purchases, 
direct requests at home, direct requests at the store, and passive dic¬ 
tation about product preferences (where the parent asks the child what 
product the child would prefer). (55) 
Audience Involvement 
A somewhat different approach to the study of television 
advertising effects is offered by Herbert Krugman. He posits the relative 
importance of audience involvement as a key variable explaining the effects 
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of T.V. advertisements. He points out that advertising commonly operates 
in a situation of low emotional envoivement, where attitude change is 
usually not the first criterion of effect, but often follows long after 
a gradual change in perception, and, perhaps some behavioral choices. 
Krugman states: 
"The significance of conditions of low or high 
involvement is not that one is better than the 
other, but that the processes of communication 
impact are different. That is, there is a 
difference in the change processes that are at 
work. Thus, with low involvement, one might 
look for gradual shifts in perceptual structure, 
aided by repetition, activated by behavioral 
choice situations, and followed at some time 
by attitude change. With high involvement, 
one would look for the classic, more dramatic 
and more familiar conflict of ideas at the level 
of conscious opinion and attitude that precedes 
changes in overt behavior." (26) 
Krugman's argument was based on the apparently differential 
effectiveness of broadcast messages for changing adult attitudes concerning 
topics of varied emotional involvement. He also assumed the people had 
low emotional concern for advertised products. Perhaps this is true for 
adults, but is this also true for children? Since children are often 
intrigued by what they see on T.V., it seems possible that children might 
be quite involved with the product messages aired between children's 
television programs. However, because this question has not been em¬ 
pirically studied, the emotional involvement associated with television 
commercials as a factor affecting children's consumer behavior, remains 
a matter of speculation. 
Summary - Implications for Future Research 
The inconclusive nature of the FTC hearings indicated the need 
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for an organized framework from which to guide future investigation 
into the effects of children's television advertising. A number of 
existing studies were cited covering diverse areas of children's commercial 
watching. These studies were presented as support for selected factors 
in a model of the child-parent purchasing process, which was formulated 
as a basis from which to guide future empirical studies. Questions, and 
implications for the model and for future study are now offered as an 
outgrowth of the inquiry above. 
Scott Ward's findings are relevant to a number of the factors 
outlined in the child-parent buying model (Figure 1). The study dealing 
with intra-family impact of T.V. advertising clearly supports the basic 
concept of viewing the effects of television commercials in terms of the 
entire buying process. He shows that children continue to influence 
purchases even after T.V. viewing is cut off. This establishes T.V. 
commercials as just one input to the overall buying process, and pre¬ 
supposes the existence of other inputs. 
What prompted purchase influence attempts when the children 
were cut off from the T.V.? How did these influences differ from those 
which were seemingly attributed to T.V. advertising? Were they less 
frequent and less intense? These questions were not raised in any of 
the studies. Further research pointed out that children at different 
stages in their cognitive development show differential reactions to 
T.V. advertisements in terms of both their attitudes toward and their 
attention to.T.V. commercials. This finding was consistent with previous 
attitudinal and attention studies conducted by McNeal (27) and Steiner (42). 
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While children of all ages may try to influence the purchases of their 
parents, different cognitive developmental stages would certainly seem 
to imply different abilites from which those influence attempts might 
arise. 
The role of children's trust in commercials has rarely been 
studied in terms of correlating child attitudes toward T.V. advertisements 
as variables affecting their desire for the advertised product. Thompson 
presented support for the fact that children's attitudes toward commercials 
may, in fact, influence their feelings about the product. His study 
pointed out that product use was positively correlated with knowledge 
about, understanding of, and acceptance of the commercial and that the 
relationship was independent of the number of viewing hours, so long as 
the child had watched a minimum amount, enough to acquaint him with the 
commercial. (45) Therefore, one might hypothesize that positive attitudes 
toward a commercial might increase the likelihood that children would 
ask their parents to purchase that product. 
Finally, two functions of television advertising are depicted 
in Ward's project which support the formulation of the buying model. 
These are the social utility function and the learning function. First, 
in light of the fact that the only positive attitudes commonly held by 
children toward T.V. commercials were based on the humor, or entertainment 
aspects of the commercials, it seems possible that children derive a form 
of social utility from exposure to T.V. advertisements, apart from the 
enjoyment derived from regular entertainment programming. Second, it 
appears as though children may learn skills and attitudes relevant to 
consumer roles, which supports the fact that learning may occur as a by¬ 
product of T.V. exposure. 
The learning function attributed to T.V. advertising was also 
considered in terms of its potential modeling effects on the child viewer 
The fact that T.V. commercials may serve as modeling agents for kids, 
reinforces the notion that learning from T.V. contributes to the sub¬ 
sequent purchase influence attempts that children pose upon their parents 
Naturally, this is another question requiring further empirical study, 
but the existing theoretical evidence appears heavily supportive of this 
assumption. 
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CHAPTER IV 
MEDIATING FACTORS RELEVANT TO THE CHILD-PARENT BUYING PROCESS 
Child's Cognitive Development 
Schramm, Lyle, and Parker clearly point out that media effects 
on children are contingent on how children use the media, and that media 
use, to a large extent, seems to vary with age. Preschool children 
typically watch television for more than three hours a day. Viewing time 
drops when the child begins school, then increases again to about three 
hours per day between the sixth and eighth grades. During the teenage 
years viewing again drops off. (39) 
While age is a good indicator of differential media use, it 
may also be useful as an indirect classification of how T.V. commercials 
affect children. This is based on the assumption that children of 
different ages probably assimilate and understand different elements of 
commercials relative to their level of cognitive development. Cognitive 
developmental theorists such as Piaget, Ericson, Tanner and Inhelder, 
Laurendeau and Pinard, and Hunt, assume that all children advance through 
stages of perception and cognition. Therefore, it may be assumed that 
a child may not be able to assimilate and understand particular elements 
of a commercial, or the child may have a distorted meaning of the context 
depending on his stage of cognitive development. (37) 
Piagetian Developmental Stages 
Those elements of Piaget's organizing framework which could be 
interpreted as being relevant to a child's perception of T.V. commercials 
33 
should be considered in this section. Since commercials are generally 
directed to children of the 2-11 year age group (37), the stages of 
cognitive development roughly approximating those ages will be discussed. 
Stage II: Stage II is known as the preoperational stage and it 
roughly extends from 2-7 years of age. This is subdivided into two 
phases, a preoperational one from two to four years and an intuitive 
one from ages four to seven. In the first phase, instead of thinking 
and reasoning motorically, the child begins to come in control of words, 
images and other symbolic processes. During the preoperational period, 
the child fudges things at face value, and is not reflective in his 
thought. He categorizes on the basis of single characteristics of objects, 
and he is unable to classify the multi-faceted aspects of stimuli 
simultaneouely. For example, a child regards every dog as a member of a 
class called "dogs", having some common characteristics and some unique 
to itself. The child is actually conceptualizing on a single salient 
feature of the object or environment. Piaget refers to this time of a 
child's life as one in which he is operating on preconcepts. In addition, 
the child's organization, classification, and primitive conceptions are 
determined to a large extent by the potency of the physical attributes. 
The child would relate different kinds of objects by applying to them 
the same name, which would reflect the child's selecting a particular 
characteristics deemed relevant as the basis of organizing diverse 
materials. It appears that the child sees things as belonging together 
because in his viewing things, they are, in fact, together. If A is like 
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B in one respect, then A must be like B in other respects. Generally, 
the child is realistic, because whatever he sees is taken on its face 
value. (37) 
The period of intuitive thought is still somewhat a part of 
stage II, but there is an increase of symbolic functioning. Class 
membership and class inclusion now exist based upon the child's percep¬ 
tions of similarity, but he still categorizes on the basis of single 
characteristics. At the same time, however, the child is beginning to 
comprehend the meaning of similarity and classification. The child is 
now capable of seeing relationships and has the ability to perceive 
relations as well as compare them. (37) 
Stage III: This stage is referred to as concrete operations. 
In general, the child during this period, age seven to eleven, has 
evolved a conceptual organization that begins to be coherent and stable, 
he possesses characteristics of logic, and the ability to think in 
categorical terms. He is becoming more and more objective, and he mani¬ 
fests a break away from the perceptual dominance of the environment. He 
is now able to use his conceptual framework as a way of organizing the 
diverse world aroung him. (37) 
Stage IV: This stage is referred to as the period of formal 
operations. It begins at age eleven and is completed by about fifteen. 
According to Piaget, it is at this point that the child is able to deal 
with "true abstract thinking and conceptualization". The child may be 
guided by the forms of various argument situations. He is able to make 
inferences and evaluate hypotheses. He can now operate in what is called 
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the "hypothetical deductive procedure of logical thought", for he can 
create hypotheses and deduce logical conclusions. During this period, 
Piaget believes that a child is ready to handle all kinds of combinations 
of operations in a systematic order whereas previously the child could 
handle one variable at a time. (37) 
While existing studies show that children of different ages 
maintain somewhat varied positions concerning their attitudes toward and 
their attention to T.V. commercials, little research has been done to 
directly link the nature of children's cognitive capacities to their 
subsequent request for an advertised product. Ward has, however, iden¬ 
tified those types of commercials which seem most relevant to children 
at different cognitive developmental levels. He points out that small 
children might be expected to respond more to concrete, "basic need", 
"hedonistic", and authoritarian themes (e.g., "buy this toy because it 
is fun for you", or an "authoritarian" announcer ordering a child "tell 
your mother to buy this every time you see it in the store"). Older 
children might be expected to respond more to symbolic, competency, 
mastery, sex-role identificatory, and conformist themes (e.g., "don't 
be left out, get this toy...", "all the boys are getting them...", "this 
cosmetic will make you beautiful and popular," etc.). More mature 
children would be expected to respond to more rational "conscientious" 
themes, like those dealingiwith the factual characteristics of products 
or their social utility. (8) 
In a study using Piaget's theory to investigate children's 
responses to television advertisements, Rubin (36) hypothesized, in 
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general terms, that a child's perceptions and understandings of promotional 
messages would tend to be similar to developmental trends of those Piaget 
has identified. Children from the first, third, and sixth grades, re¬ 
flecting the second, third, and fourth stages of Piaget's developmental 
scheme, respectively, were used as subjects to investigate the presentation 
of a new breakfast cereal commercial. Rubin's findings supported the 
notion that strong associations exist between the level of a child's 
cognitive development and his ability to recall and interpret specific 
items, to recall items in a sequence, and to understand the purpose of 
a commercial. Concerning the recall questions, the younger children were 
able to understand, interpret, and recall significantly fewer basic 
elements, and/or details from the commercial. Also, the younger children 
were significantly less able to recall the sequence of action presented 
in the commercials. These findings suggest that commecials to young 
children should be clear, uncluttered, and contain only a few key 
elements in a simple presentation sequence, in order for the child to 
remember certain amounts of commercial information. 
Further analysis showed that children of all cognitive levels 
understood the use of the product (cereal). However, understanding the 
purpose of the commercials showed an association between the stages of 
cognitive development and the child's responses. Rubin stated: 
"Many of the young children did not understand 
the concept of a commercial or advertisement. 
These children responded in a manner which in¬ 
dicated that they thought they had viewed a 
short cartoon for fun. But the more mature 
children had a firm awareness of the concept 
of the commercial. The responses clearly in¬ 
dicated a buying motive on the (older) children's 
parts, and the perception of the selling 
motive." (38) 
This supports the fact that younger children may not only 
confuse the purpose of T.V. commercials, but also supports the fact that 
at early stages of development children do not comprehend the difference 
between a cartoon and an animated commercial. 
Incidental Learning and Cognitive Development 
Schramm defines incidental learning as "the acquisition of 
certain items of information without their being deliberately sought 
out. The child who picks up new facts while listening to a quiz show 
or new attitudes which viewing television has engaged in such learning." 
This topic can be viewed as an extension of the modeling theories already 
discussed, in that children learn behaviors and attitudes from media 
exposure regardless of whether they are central or incidental to the 
predominant theme of that exposure. For example, Siegel exposed two 
groups of third-graders to one of two radio shows, each characterizing 
taxi drivers differently, and found that each group developed different 
expectations of what taxi drivers were like. (41) Peterson and Thurston 
found that a single exposure to the film "The Birth of a Nation" led to 
unfavorable attitude changes toward black people among children which, 
in some cases, persisted as long as nineteen months after the film was 
viewed. (31) 
The basis for placing the research on incidental learning in 
the cognitive development section of this paper lies in the fact that 
age and incidental learning seem to be curvilinearly related. Age and 
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incidental learning are positively related, but only to a certain point, 
after which incidental learning decreases as age increases. In a study 
by Hale, Miller, and Stevenson (21), it was investigated whether or not 
incidental learning of stimuli presented in a naturalistic situation 
(where there was no obvious reason for learning to occur), would support 
the curvilinear hypothesis. As in previous studies, an increase in the 
amount of incidental learning was found between grades three and six with 
a drop in performance at grade seven. This drop in incidental learning 
is attributed to the older children's increased ability to both selectively 
attend to material in a message which is relevant to the central issue 
of that message, and to disregard nonessential features of a message. 
This study supports the fact that children of different ages, 
or stages in cognitive development, might differently perceive the 
"essential" features of T.V. commercials. But essential features to 
admen may not necessarily be essential to children. Perhaps children 
view the "essential" ingredient in T.V. commercials as being the humor, 
or excitement portrayed in the story-line and do not think the actual 
brand name, etc., is of real value to remember. In light of the research 
into children's attitudes toward T.V. commercials (27,42,48), it is not 
a completely far-fetched possibility. 
Summary - Implications for Future Research 
In the proposed model (Figure 1) of the child-parent purchasing 
process, cognitive development was cited as an input to the purchase 
influence attempts of children. The studies above were presented to show 
the feasibility of that proposed relationship. Included in these studies 
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were experiments that clearly demonstrated that children of different 
stages of cognitive growth have differential capabilities in terms of 
their perception, understanding, and recall of television advertisements. 
It was noted that younger children, in fact, cannot always differentiate 
between an animated advertisement and a cartoon. 
In addition, research on incidental learning depicted how older 
children were better equipped to disregard nonessential features of media 
messages, and selectively concentrate on the central issue of the messages. 
However, this research was not performed in a consumer context with real 
T.V. commercials. Thus, the implications for the buying situation must 
necessarily be suspect until further research is conducted. Of particular 
interest was the fact that children's perceptions of the "essential" issues 
in a T.V. advertisement may not coincide with those of the advertiser. As 
a result, young children may be picking up items of information completely 
irrelevant to the product portrayed in the commercial. Research into 
this specific question is lacking, however. 
How much consumer information do children of different age 
groups learn from television commercials? Do children of all age classi¬ 
fications use this consumer information to make influence attempts on 
their parents? 
Based on the existing research, it appears as though children 
try to influence purchases for consumer products, but it also appears 
as though specific T.V. advertisements may be significant influences only 
on children above age six, who have evolved past the stage referred to 
as preoperational. Naturally, all children do not evolve at an equal 
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rate. Cognitive development is a gradual process in which each individual 
progresses at his own pace. Therefore, the age breakdowns used as broad 
classifications for more specific cognitive abilities require flexibility. 
Environmental Variables 
Children are not like sponges, indiscriminately soaking up 
anything and everything they see or hear on television. Nor are they 
all affected by the same things or in the same way. While under certain 
conditions the child may be a vulnerable target, under other conditions 
he may prove to be a most obstinate audience. The relationship between 
children and the mass media is perhaps best summed up in the words of 
Wilbur Schramm: 
"As between two favorite images of the situation- 
the image of children as helpless victims to be 
attacked by television, and the image of television 
as a great and shiny cafeteria from which children 
select what they want at the moment- the latter is 
the more nearly accurate...the very nature of 
television makes for a minimum of variety in the 
cafeteria; the nature of human beings makes for 
great variety on the side of the children."(39) 
In the child-parent buying process there are a number of 
environmental factors which might affect the purchase influence attempts 
of children and the subsequent yielding decision of their parents. 
A. Social Class: In a study by Greenberg (19), it was shown 
that children who live in a varied proximity to blacks show somewhat 
different reactions to the increasing use of blacks in television 
entertainment programs. Rural, suburban, and inner city white children 
in the fourth and fifth grades were the respondents. The area of resi¬ 
dence was a significant factor in terms of the children's knowledge of 
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blacks where there was low likelihood of direct contact. Television 
provided the most information about how blacks looked, talked, and 
dressed for rural youngsters. For more than two-thirds of them, T.V. 
was cited as their principal source of information; one-third of the 
suburban children made that attribution to television, and one-fifth 
of the urban ones did so. 
Clearly, the children's different knowledge of blacks based 
on their area of residence, mediated the effects of T.V. exposure. 
This may provide a basis for expecting varied effects of T.V. 
commercials on children. Based on the assumption that children of 
different social classes have different, first-hand knowledge of 
advertised products, resulting from their varied purchasing capacities, 
it seems possible that exposure to television advertisements might have 
varied informational value to the child viewers of different social 
classes. 
However, based on the scarce literature dealing with this 
question, it does not appear that significant differences exist between 
the learning that occurs from viewing T.V. commercials in children of 
varied social classes. Ward's impression of black and white adolescents' 
responses to T.V. advertising was "that they simply are not very diff¬ 
erent". (47) His study centered on three dimensions of response. First, 
choices of "best" and "worst" ads and the reasons given for these choices 
were compared. Second, comparisons were made of media behavior of black 
and white adolescents, with particular emphasis on the reasons adolescents 
have for watching commercials. Third, learning of several aspects of 
consumer roles were compared. In all three of these areas, no significant 
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differences were found between white and black adolescents. However, 
concerning the direct translation of T.V. advertising into consumer 
purchase, Ward noted that blacks were more materialistic than whites, 
and that they reported more purchases of products in response to T.V. 
ads than did whites. Explaining this difference, it was stated: 
"It may be that black adolescents, who are 
probably from a relatively more deprived 
material environment, feel a stronger need 
to have consumer goods than do whites, and 
this may also account for their being more 
responsive to ads in terms of subsequent 
purchase behavior." (47) 
By directly observing purchasing behavior. Wells noted the 
impact of both suburban and urban children as they attempted to influence 
the purchases of their parents. (53) He stated that child influence was 
"strongest" at the cereal display, "distinct" at the candy counter, 
and "present to some degree" at the detergent display. Of importance 
was the fact that suburban parents were observed as being more indulgent 
than urban parents, except when it came to purchases of candy. Suburban 
children made more influence attempts, and except at the candy counter, 
they succeeded in a higher proportion of attempts. 
On a more general level, Psathas noted that the middle classes 
were more positively concerned with fostering independence in their 
children, but were less permissive than lower-class parents. (32) These 
findings were based on a study aimed at four dimensions of independence 
in adolescents. These factors included the adolescents' activities 
outside the home, parental regard for the son's opinion and judgement, 
activities with status implication, and permissiveness in age-related 
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activities. This fourth factor referred, in part, to matters of consumer 
purchases, as well as making both doctor and dentist appointments. 
Because Psatha's study was only tangentially related to con¬ 
sumer behavior in adolescents, it is difficult to draw comparisons to 
Ward's and Well's studies. The fact that the children's age was not 
similar in all of the studies, with Psathas and Ward viewing adolescents 
and Wells looking at younger children, also clouds the issue. At any 
rate, the possible differences between children of varying social classes 
has certainly not been adequately explored in a consumer context. 
B. Store Variables: While observing shopping behavior, Wells 
noted a number of in-store factors that seem to contribute to variance 
in consumer behavior. (53) He pointed out that different shopping 
environments pose different problems to shoppers, thus affecting their 
behavior. In addition to shopping environment among stores, shopping 
environment seemed to vary within the same store at different hours of 
the day, and on different days: 
"Stores are much more crowded at some times 
and on some days than others, and the pro¬ 
bability that a shopper will be buying a 
lot of items at once is much higher on 
weekends and in evenings." (53) 
In terms of the child-parent purchasing process, one might 
expect different parent reactions to children's influences for products 
under varied shopping conditions. For example, in crowded stores under 
hurried circumstances, it seems possible that parents might neglect the 
influence attempts of children and concentrate on finishing the shopping 
and leaving the store. However, under comfortable conditions, with 
plenty of time, parents might be inclined to take more time to consider 
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children's product requests, and thus increase the possibility of yielding 
to them. In McNeal's research, he noted definite preferences and dislikes 
for certain retail outlets, as well as specific types of stores, as early 
as age five. For example, five-year olds usually preferred to shop in a 
food store than in other types of retail outlets. Seven-year olds 
practically always preferred certain types of outlets, supermarkets, and 
discount houses being the most prevalent, and they showed a dislike for 
certain stores because of uncleanliness and inadequate stock of certain 
goods. By age nine, preferences became more varied while antipathy 
toward stores declined. The behavior of store personnel was also cited 
as influential in determining children's preferences.for specific retail 
outlets. At age five the store personnel were unimportant to the child 
except that he expected them to be cordial. About age seven the child 
expected the store people to be considerate of children by helping them 
locate and retrieve items and by furnishing information that might speed 
up the shopping process. The seven and nine year olds often labeled 
those store personnel who were not cordial and helpful as "unfair to 
children". (27) 
These studies seem to reinforce the importance of the store 
environment as a factor affecting the consumer behavior of children. 
How these variables relate to the specific child influence attempt and 
subsequent parental yielding decision is a matter of speculation. What 
effect do in-store point of purchase displays have on children of 
various ages and background? Does point of purchase advertising require 
T.V. commercials for support in order to attract and hold the attention 
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of children? Perhaps either T.V. advertising or colorful packaging and 
point of purchase displays could individually do the job. While the 
relative importance of T.V. and display advertising is difficult to 
determine, the breakfast cereal industry appears to be one example where 
both have been effectively used. Research into the relative effectiveness 
of this type of integrated advertising strategy might help to sort out 
the question of whether or not banning T.V. commercials alone could 
answer the charges which have been posed to the federal legislators. 
C. Product Price: Frideres studied the question of whether 
or not T.V. advertising to children created a need or desire in children 
for the advertised product. (17) In so doing, he noted a significant 
relationship between children's desires for the advertised product, 
which in this case were toys, and the subsequent purchase of that product 
by parents. Added to this, he pointed out a clear relationship between 
the cost of the item and the subsequent decision to buy. He noted that 
parents tended to accept the desires of their children and subsequently 
purchased those particular toys specified by their children. Purchasing 
toys on the basis of children's desires was directed primarily at toys 
costing five dollars or more. A random sample cf toys which were adver¬ 
tised on children's T.V. programs the previous week showed that the 
average price per toy was $5.17. Thus the relative effectiveness of 
T.V. advertising was tentatively supported. 
This study does more than document the sales effectiveness of 
T.V. advertising to children. It points out that for low income families 
T.V. advertising may, in fact, adversely affect the child-parent rela- 
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tionship. This is because if advertising does create needs and desires 
in children for products which are priced above that which lower class 
consumers can afford ($5.17 for the average toy), those children and 
parents would eventually experience some amount of frustration and 
anxiety. 
Summary - Implications for Future Research - In this section 
a number of environmental factors were discussed as a basis for potentially 
affecting the child-parent purchasing process. Included were social 
class, store, and product variables. The social class research showed 
that even though there were little differences between black and white 
adolescents' reactions to T.V. commercials, the relatively more deprived 
material environment of lower class respondent might have accounted for 
their being more responsive to T.V. commercials in terms of subsequent 
purchase behavior. However, little organized research has been published 
on the question of T.V. advertising effects, social class, and subsequent 
child buying behavior. Whether or not social class differences exist 
in children's buying habits for all age groups is difficult to assess. 
While adolescents' reactions show little socially based differences, 
investigation into the influence attempts and subsequent parental 
yielding phenomena for younger children has not been published. 
Examination into a number of store related variables showed 
that different stores and different times of the day could contribute 
to variance in children's consumer behavior patterns. McNeal's research 
pointed out children's preferences and dislikes for certain retail out¬ 
lets and store personnel which were traced as early as age five. However, 
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the question of colorful packaging and point of purchase display factors 
was not explored. Since one's personal inspection assures that these 
instruments are, in fact, used to stimulate children's attention to the 
product, it seems a possibility that they contribute to the ultimate 
effectiveness of T.V. commercials. Could point of purchase displays 
attract and hold children's attention and thus stimulate a desire for 
the product without T.V. support? Could T.V. commercials be as effective 
without the point of purchase support? Do age differences in the children 
relate to the relative effectiveness of these kinds of advertising 
techniques? Again, further study is required. 
Finally, it was shown that the toys advertised on T.V., did, 
in fact, stimulate consumer desires in children which were later acted 
upon by parents. Of interest was the fact that the average cost per 
toy was $5.17. This finding supported the notion that T.V.-advertised 
toys are expensive for many lower class consumers and thus provided an 
empirical base to the charge that T.V. advertising might contribute 
adversely to the child-parent relationship of lower class consumers. 
Peers and Parents 
Peers and parents are assumed to be important inputs to the 
consumer behavior of children. In the specific context of the proposed 
child-parent buying process, the influence of these two variables is 
thought to be most important to children's influence attempts for 
consumer products. Then, too, parents are directly involved with making 
the yield-no yield decisions associated with children's purchase influences. 
In this section, the relative importance of peer and parent influence 
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will be discussed first on a general sociological level, and second, in 
the more specific consumer context. 
Since World War II, a number of changes have occurred in 
patterns of child rearing in the United States which seems to have 
alienated parents from their children. While the family still has the 
primary moral and legal responsibility for the character development of 
children, it often lacks the power or opportunity to do the job, pri¬ 
marily because parents and children no longer spend enough time together 
in those situations in which such training is possible. This is not 
because parents do not want to spend time with their children. It is 
simply that conditions have changed. (11) Support for this finding 
comes from some thirty studies conducted over a twenty-five year period.(12) 
The fact that American society emerges as one that gives 
decreasing prominence to the family as a socializing agent does not 
imply any decrease in the affection or concern of parents for their 
children. Nor is it a change that has been planned or wanted. Rather, 
it is itself the by-product of a variety of social changes, all operating 
to decrease the prominence and power of the family in the lives of 
children. Urbanization, child labor laws, the abolishment of the 
apprentice system, commuting, centralized schools, zoning ordinances, the 
working mother, child expert advice to be permissive, the seductive 
power of television for keeping children occupied, the delegation and 
professionalization of child care - all of these manifestations of 
progress have operated to decrease opportunity for contact between 
children and parents. (11) 
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If a child spends less and less time with parents, where does 
he spend his time? One place, already discussed, might be in front of 
a television set. The other obvious answer is: with other children. 
In a study headed by Condry, 766 sixth grade children reported spending, 
during the weekend, an average of two to three hours a day with their 
parents. (14) Over the same period, they spend slightly more time than 
this with groups of friends, and an additional two to three hours per 
day with a single friend. In short, they spend about twice as much 
time with peers, either singly or in groups, as with their parents. 
How do the relative influences of parents and peers affect 
children's attitudes and behavior? Two investigations in the 1950's 
indicated that, in the age range studied (twelve to eighteen years), 
although both sources were influential, the peer group tended to out¬ 
weigh parents in influencing children's values and acts. (36,20) A 
broader perspective was provided by Bowerman and Kinch in 1959. (9) 
Working with a sample of several hundred students from the fourth to 
the tenth grades, they studied age trends in the tendency of children 
to turn to parents or to peers for opinion, advice, or company in 
various activities. In general, they found a turning point at about 
the seventh grade. Before that, the majority looked mainly to their 
parents as models, companions, and guides to behavior; thereafter, the 
children's peers had equal or greater influence. In 1968, Condry and 
Simon completed a study designed to reveal current trends in the reliance 
of children on parents versus peers as sources of information and opin¬ 
ion. (15) The results showed a substantially greater percentage of peer 
"dominance" at every age and grade level than did Bowerman and Kinch's 
study. It would appear that the shift from parents to peers as the 
child's major source of information occurs at an earlier time than it 
did a decade ago, and is now much more pronounced. 
Looking further into this question, Brittany explored the 
hypothesis which suggested that adolescent choices in response to 
parent-peer cross pressures would depend upon the character of the 
alternatives presented to them. (10) In that study, hypothetical 
dilemmas were presented to adolescent girls. In each dilemma, a girl 
was confronted with a complex choice, where one course of action was 
favored by parents and another by peers. The respondents were asked 
in each case to indicate what the girl in the dilemma would probably 
do. With the situations remaining otherwise unchanged, peer-favored 
and parent-favored alternatives were interchanged and the hypothetical 
dilemmas were again presented to the respondents. Comparison of the 
two forms of the text revealed that peer-conforming choices were more 
prevalent in response to others. 
A number of suggested specific hypotheses were offered to 
explain the results above. Adolescents' perception of peers and parents 
as competent guides in different areas of judgement; concern to avoid 
being noticeably different from peers; concern to avoid being separated 
from peers; perceived similarity and differences between self and peers 
and self and parents, were four partial explanations for the trends in 
peer-conforming responses. In addition, it was hypothesized that the 
tendency toward parent-conformity was directly related to the perceived 
difficulty of the choices. 
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Brittany's experiment might be replicated in a consumer context. 
The situations presented could be designed to reflect product choices in 
various buying situations. Based on Brittany's findings, it would appear 
that, for certain product choices in certain buying situations, parents 
and peers would have somewhat different impact on children^ buying 
behavior. But at what age would peer conformity affect children's 
buying preferences, and for which types of products? 
Attempting to understand what aspects of early learning might 
affect adult consumption behavior, some research on consumer socialization 
has explored the relative impact of peers and parents on children in a 
buying context. Reisman and Roseborough suggested that children learn 
"consumption necessities" from their parents, but in contrast, learn 
"affective consumption" ("styles and moods of consumption") from peers. (34) 
In a similar vein, Parsons speculated that children learn basic, seemingly 
"rational" aspects of consumption from parents, but "expressive elements 
of consumption" from peers and mass media. (30) Both of these theories 
reflect the opinions of the authors, and have not been supported with 
subsequent empirical research. 
A few empirical studies have attempted to guage the relative 
influences of parents, peers, and the mass media in shaping various 
aspects of consumer behavior among adolescents. (43,25) The general 
finding was that parental influence decreases, and peer influence 
increases, with age for a variety of purchase behavior; mass media 
influences were reported to be low and constant. Fauman studied the 
relative influence of parents and peers on brand preferences and brand 
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loyalty among 250 tenth, eleventh, and twelvth grade boys from predomi¬ 
nantly working-class families. Parental influence on brand preferences 
was found to decrease with age while peer influence remained constant. 
This finding was consistent with studies in other areas which showed 
decreasing parental influence and increasing peer influence with age. (52) 
Somewhat contradictory findings were reported by Gilkison. (18) 
In his study, 442 unmarried teenagers between sixteen and nineteen years 
of age completed detailed questionnaires which were then supplemented by 
personal interviews. Frame of strength rating were studied to determine 
the relative influence of parents, friends, salesclerks, print media, 
and television. In that analysis, parents were shown to be the number 
one factor influencing teenagers' buying decisions for six of the eight 
product categories throughout the entire age range. Parents were most 
influential in choices involving forms of transportation, insurance 
policies, small appliances, and food products, while friends were most 
influential in choices involving sports equipment and miscellaneous 
items. The other facts, mass media, sales personnel, etc., seemed to be 
less influential than parents and peers and were relatively stable 
throughout the analysis. 
Summary - Implications for Future Research: This section 
points to the importance of both peers and parents as possible factors 
influencing the consumer behavior of children. The proposed child- 
parent buying model locates these two factors as inputs to children's 
purchase influence attempts, and it also recognizes the parental input 
in terms of the final yielding decision. 
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The research presented above seems to indicate that parents 
are relinquishing their position as the number one socializers in 
American society. This is supported by the fact that U.S. society 
has generally gone through a number of changes which seem to allow 
parents and children much less time to spend together in situations which 
foster socialization. Because of this, children appear to be turning 
to their peers and television sets to fill the vacuum inadvertently 
caused by their parents. This peer-orientation seems to be emerging 
as a major source of information and opinion in children at an earlier 
age and to a greater degree than it did a decade ago. 
In the specific consumer context, most of the studies indicate 
that peer influence becomes stronger as the respondents get older. Also, 
it was noted that the type of product might dictate who the child might 
turn to for consumer advice, (e.g., rational and necessities from parents, 
and expressive, stylistic products from peers). These findings were 
clouded, however, by Gilkinson's study (18) which showed parents as the 
most influential factor affecting the purchases of older teenagers for 
six different types of product. 
Because most of the empirical research was conducted with 
adolescent respondents, it is difficult to determine how younger children 
might be affected by their peers in terms of their purchase influences 
on parents. While the studies above seem to point to a growing depen¬ 
dence on peer influence as age increased, they do not establish a 
definite age level from which peer influence might originate. This 
level would seem to begin when children start public school or perhaps 
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nursery shcool, but specific research in this area has not been done 
to clarify this as fact. In light of the changing character of American 
society, it seems possible that younger children, as well as adolescents, 
are turning to their friends for advice and information in consumer 
matters. However, supporting evidence for this assumption appears only 
in a general sociological context. Specific studies aimed at younger 
children in a consumer context will be necessary to determine if peer 
influence is, in fact, a significant input to the purchasesinfluences 
of young children. 
Parents and the Yield-No Yield Decision 
In terms of the child-parent buying process, children normally 
ask their parents for products, and parents then decide whether or not 
to purchase them. But how do parents decide? Why do parents sometimes 
yield to children's purchase influences and sometimes not? It has 
already been discussed that the environment of the purchase situation 
is an important factor in terms of the shopping problems associated with 
different stores and at different times of the day. This could certainly 
affect the yield-no yield decision, but it seems more indicative of 
shopping behavior in general than of the specific requests of children. 
In the proposed model, parental influence is considered as a specific 
input to this decision. A detailed discussion of the entire scope 
of parental influence is beyond the intent of this paper. However, 
dimensions of one input to child rearing, authority, seem most relevant 
to the yield-no yield decision question at hand. 
Three dimensions within the authority system are necessary to 
55 
explain the concept. They are the locus, the sanctions, and the consis¬ 
tency of authority. (16) 
Locus - Do parents hold the power for all decisions affecting 
the child or do they permit the child himself a degree of self-determina¬ 
tion? Do they rule from a position of unquestioned and traditional right, 
which they feel no need to rationalize, or do they rely on greater ex¬ 
perience and wisdom as the source of their legitimate authority? The 
basis of authority should appear in behavior as the accompaniment of 
power assertion. Thus, the traditional parent will neither explain his 
act nor permit the child to question it. On the other hand, the parent 
who assumes a rational base for power treats the child as an understanding 
being, explaining his own acts and responding to the child's questions 
and arguments. (16) 
Sanctions - The sanctions that parents use to enforce their 
rule are another dimension of parental authority. In general, one can 
draw the distinction between physical punishment, deprivation, and methods 
which not only aim to eliminate disapproved acts, but also seek to 
encourage growth of the child's own internal controls. Enlistment of 
guilt is characteristic of this last category. (16) 
Consistency - This final dimension of authority refers to the 
consistency in parents for imposing rewards or sanctions in behavioral 
areas that they rule. (16) 
In terms of yielding to the consumer influences of children, 
it appears as though the traditional parent might be less responsive than 
one whose locus of authority was based on mutual understanding and 
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communication. However, no specific studies have been located to support 
or refute that assumption. 
Berey and Poll ay viewed the parent yield-no yield decision in 
terms of the child's assertiveness in making influence attempts for 
breakfast cereal, and the parent's child-centeredness. (7) The researchers 
thought that the more assertive the child, the more likely the mother 
would purchase the child's favorite brands of breakfast cereal. Also, 
they hypothesized that the more child-centered the mother, the more 
likely she would be to purchase the child's favorite brand of breakfast 
cereal. 
The results did not seem to support these notions. Instead of 
highly child-centered mothers showing a greater tendency to purchase 
their children's favorite cereals, they hadaa tendency to purchase those 
cereals less frequently. Possibly the mother who was more child-centered 
had a greater tendency to purchase cereals following her view of what 
was right and healthful. Since the child usually prefers presweetened 
cereals, the child's preference differed from the mother's selection and, 
given her concern for the child's well-being, she tended to ignore the 
child and to purchase what she thought would do the child the most good. 
In addition, the mother who is low in child-centeredness might have 
bought the child-preferred brands simply to placate the child. As for 
the measure of child assertiveness, it had little effect on whether or 
not the mother purchased her child's favorite cereals. 
Parents' Trust in Commercials: The study by Berey and Poll ay (7) 
seems significant for viewing parental attitudes toward children's T.V. 
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commercials, as a factor affecting the yield-no yield decision in the 
child-parent buying model. Regardless of the strength of children's 
influence, parents have to make the final purchase decision. Awareness 
of the strength of this "gatekeeper" effect has some strong implications 
for firms marketing childrens' products with television advertising. 
Given that the mother is not just a purchasing agent for the child, but 
also an agent who superimposes her preferences over those of the child, 
it is clear that a lot of advertising would be well directed at the mother, 
even if she is not the product user. Thus, it seems logical to suspect 
that if a mother perceives a commercial as being ridiculous, or uncon¬ 
vincing, it might cause her to discredit the product. 
A study by Morris (29) made specific reference to support the 
argument that parents' perceptions of the quality of children's adver¬ 
tising might affect the ultimate purchase decision. He noted that 
repetitious, hard-sell advertising techniques produced irritation from 
parents and children alike. Subsequently, it was stated: 
" Many times a perfectly good toy is not 
purchased by a T.V. parent because of 
the oversell employed." (29) 
Children's Expectations of Successful Influence: Children of 
all ages appear to be susceptible to influence, especially from their 
parents. One influence not yet mentioned is the effect of the parental 
yield-no yield decision on children's subsequent influence attempts. It 
seems reasonable to think that if children were punished, or perhaps just 
given no attention when they asked for products, that they might ask 
less frequently. Also, if children were rewarded with a product almost 
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every time they asked for one, it seems logical that influence attempt 
frequency would increase. For this reason, the child's expectancy of 
successful influence, based on the buying decisions of his parents, is 
included as a factor relevant to children's purchase influence attempts. 
While no studies have tried to measure the impact of children's 
expectations as an input to their subsequent consumer behavior, support 
for this relationship is based on psychological reinforcement theory. 
This theory rests on the notion that the amount of learning that takes 
place in a given situation depends in large part upon the kind of 
reinforcement that is provided and the timing of the reinforcement. (24) 
The simplest aspect of reinforcement has to do with the length 
of time that elapses between the operant act and the presentation of the 
reinforcing stimulus. The sooner the stimulus, the greater is its effects. 
For example, one reason some students do not improve in their ability to 
master a subject is that there is usually a long delay between learning 
and the grade it produces on the next exam or at the end of the school 
term. (24) Another aspect of reinforcement is the schedule. Does 
reinforcement occur after every overt behavior, or does it occur once 
in a while? Partial or intermittent reinforcement occurs when a reward 
follows an action not every time, but only sometimes. 
Skinner's psychological experiments (24) have proven inter¬ 
mittent reinforcement to be longer lasting than constant reinforcement. 
Thus, since real-life situations are more likely to be characteristic of 
intermittent reinforcement, those things that we learn by doing in real- 
life situations seem most persistent. 
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Partial or intermittent reinforcement theory seems appropriate 
to help explain why children often persist in asking parents for products. 
While few children get their own way every time, many, if not all, 
children do manage to be successful sometimes. It is this intermittent 
product reward that encourages children's future influence behavior. 
Summary - Implications for Future Research: In this section 
the role of parents' final purchase decisions in terms of yielding to 
child influence attempts was explored. Authority was proposed as a key 
dimension of parental childrearing to help explain the yield-no yield 
decision. However, no empirical support for parental authority was 
presented to support the contention that it might help explain the pur¬ 
chase decisions of parents. Therefore, it must be offered as a variable 
for future research. 
Two dimensions that were empirically studied were children's 
assertiveness and parents' child-centeredness as factors relevant to the 
parental yielding decision. Berey and Pollay (7) concluded that asser¬ 
tiveness on the part of the child was not significant in terms of 
parental yielding, and that parent's child-centeredness was negatively 
correlated with yielding. Thus, the most child-oriented parents seemed 
least responsive to the influence attempts of their children. 
An additional variable presented in the discussion was the 
parents' trust in television advertisements for children's products. 
Since parents are the "gatekeepers" for practically all child purchases, 
it was concluded that parents might react to children's commercials by 
blocking the final product purchase if they felt commercials were un- 
convincing or ridiculous. A survey by Morris (29) substantiated this 
possibility. He noted that irritating, hard-sell advertising techniques 
predisposed parents not to buy certain toys. 
Finally, the outcome of parental yielding was viewed in terms 
of its reinforcing effects for children's subsequent influence attempts. 
No specific research was presented in a consumer context, but the psy¬ 
chological theory of intermittent reinforcement was taken as the basis 
of support for this notion. With reinforcement theory in mind, instances 
of parental yielding were considered as reinforcing stimuli to the overt 
influence attempt behaviors of children. Future research in a consumer 
buying situation would necessarily be required to gain insight into the 
relative influence attempt frequencies associated with variations in 
parental yielding. 
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CHAPTER IV 
SUMMARY AND CONCLUSIONS 
The question of whether or not to permit children's T.V. 
advertising to continue in its present fashion is extremely complex. 
The fact that both the F.T.C.and the F.C.C. have failed to act on this 
matter seems to indicate that while various interest groups hold strong 
and separate opinions, little empirical research has been performed to 
clearly substantiate them. If organized research projects were planned 
and carried out with their objectives aimed at pinpointing the impact 
of T.V. advertising in the child-parent buying process, both concerned 
parents and industry spokesmen alike could benefit. If T.V. advertising 
really is harmful to children, those harmful aspects of commercials 
might be identified and changed,,and if T.V. advertising isn't bad for 
children, at least the anxiety of "not knowing" would be relieved. One 
way or the other, further investigation into the effects of television 
advertising on children seems urgently needed. 
This paper points out a series of factors deemed relevant to 
the child-parent purchasing process, and systematically organizes these 
factors into a framework which seems logically descriptive of that buying 
process. In so doing, the role of T.V. advertising is shown to be one 
input affecting the consumer behavior of children. Of interest, however, 
is the relative importance of children's T.V. advertising as it relates 
to the other factors associated with the overall buying process. Children's 
attitudes toward advertised products, the influence of parents and peers 
as inputs toward product preferences, the differential abilities of 
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of children in terms of their stage of cognitive and perceptual development, 
the different environmental conditions associated with various shopping 
behaviors, the parental input in terms of the yielding decision, and the 
impact of this final purchase decision on children's expectations are 
all necessary elements that should be explored in order to accurately 
assess the relative importance of television advertising to the consumer 
behavior of children. 
Based on the material presented in this text, a number of 
hypotheses are offered as a set of tentative guidelines from which to 
view children's T.V. advertising as it relates to the overall child- 
parent purchasing process. These hypotheses deal with individual seg¬ 
ments of the child-parent buying model, and are presented as indicators 
of the correlation that seems to exist between those specific variables. 
Further empirical research is required, however, to substantiate any 
causal relationships. 
Hypotheses to be Tested: 
1) Frequency of influence attempts will correlate positively 
with a high influence attempt frequency for consumer products relevant 
to children such as toys and games, breakfast cereals, and family foods. 
2) Frequency of influence attempts will be negatively 
correlated with children's age. 
3) High frequency of influence attempts will be positively 
correlated with high frequency of "in-store" influence attempts. 
4) High frequency of "direct purchase influence" response to 
T.V. commercials will be negatively correlated with age. 
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5) High frequency of "character and/or situation imitation" 
response to T.V. commercials will be negatively correlated with age. 
6) High frequency of "interpersonal communication" response 
to commercials will be positively correlated with age. 
7) High frequency of T.V. exposure will be negatively corre¬ 
lated with children's age. 
8) High frequency of influence attempts will be positvely 
correlated with high frequency of T.V. exposure. 
9) High frequency of parental yielding will be positively 
correlated with children's age. 
10) High frequency of parental yielding will be positively 
correlated with high influence attempt frequency consumer products 
relevant to children such as toys and games, breakfast cereals, and 
family foods. 
11) High levels of child trust in T.V. commercials will be 
negatively correlated with children's age. 
12) High level of child trust in T.V. commercials will be 
positively correlated with high frequency of influence attempts. 
13) High level of parental trust in T.V. commercials will be 
positively correlated with high frequency of parental yielding. 
14) High level of child trust will be positively correlated 
with high level of parental trust in T.V. commercials. 
15) High frequency of "child decided" purchases will be 
positively correlated with children's age. 
16) High frequency of influence attempts will be positively 
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correlated with high frequency of "child decided" purchases. 
17) High frequency of parental yielding will be positively 
correlated with high frequency of "child decided" purchases. 
18) High levels of parental control over T.V. exposure will 
be negatively correlated with high frequency of parental yielding. 
19) High levels of parental discipline will be negatively 
correlated with high frequency of parental yielding. 
20) High frequency of parental yielding will be positively 
correlated with high frequency of children's purchase influence attempts. 
Of added concern are the problems associated with designing and 
conducting empirical research aimed at answering the specific questions 
posed above. In this way, one might learn why past researchers have 
provided such a limited quantity of relevant research material on this 
topic, and also gain insight into the difficulties that would be associ¬ 
ated with any future empirical research attempts. Therefore, the control 
of both internal and external validity must be considered. Does the 
research method accurately gauge what it is trying to measure, and can 
the results of the research sample be generalized to the overall popula¬ 
tion? 
Research about children's reactions to television advertising 
pose a number of research problems associated with these two questions. 
To begin, all of the variables involved in tested hypotheses must be 
operationally defined. For example, purchase influence attempts might 
be limited to the children's direct and specific requests for a particular 
brand or product, even though they would conceptually seem to encompass 
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a larger realm beyond those defined limits. Thus, if a child asked for 
"Pink Panther Flakes", (a brand of breakfast cereal), or ice cream for 
dessert, or any other identifiable product, it would be considered a 
purchase influence attempt. However, if a child asked for the "thing"he 
saw on T.V. , and if he could not remember what it was, or if the parent 
could not understand what he was saying, then, in order to preserve the 
validity of the research, this could not be considered a purchase in¬ 
fluence attempt. 
In addition, parental yielding might be defined on the basis of 
purchases which follow a child's influence attempt for a particular 
product or brand. Under this operational definition, if the final 
product purchase was not completed, then the parent would not be considered 
as having yielded to the child's influence. Lack of adequate transpor¬ 
tation to reach the store, or out of stock situations are both examples 
that could nullify cases of parental yielding under this operational 
constraint. Similarly, all of the research variables of any empirical 
study would have to be carefully defined so as to be consistently 
represented and interpreted throughout the entire project. 
Another possible source of research invalidity might stem from 
the fact that young children cannot accurately understand and respond to 
detailed or complex questions. For example, if a seven year old child 
was asked about his attitude toward T.V. commercials, he might not under¬ 
stand the meaning of the work attitude, and would therefore be unable to 
respond correctly. 
To escape the problem of questioning children, one might ask 
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parents to respond to questions that pertain to their children. In this 
case the parents would be giving their own perceptions of how their 
children respond and feel toward television advertising ,and then they 
would have to relate these perceptions to the child-parent purchasing 
.situation. Under these circumstances, some degree of parental bias would 
seem very probable. This parental bias might be represented in a number 
of ways. For example, parents are generally expected to know practically 
everything about their children. If parents were actually unaware of 
their childrens' true reactions and feelings toward T.V. advertising, 
they might be inclined to answer questions not on the basis of actual 
observations, but rather on an inaccurate subjective judgement, reflecting 
their own reactions and attitudes. 
An additional measurement problem associated with any empirical 
research study would be determining the relative effects of the many 
factors involved in the total child-parent purchasing process. Is 
television advertising the sole factor dictating children's consumer 
desires? Obviously not, and this fact necessitates that the entire 
purchasing environment of children be considered when measuring the 
effects of children's television advertising. Otherwise, television 
advertising might be given credit for children's influence attempts which 
were actually prompted by other variables, such as point of purchase 
displays, peers, or parental influence. 
Furthermore, a cross-section of respondents should be included 
to account for differences in children's ages (cognitive development), 
as well as different social class backgrounds. While the nature and 
scope of any research project often dictates many of the measurement 
problems that it faces, the specific questions surrounding the children 
television advertising issue require that consideration be given to the 
empirical marketing research problems discussed above. 
Finally, it seems appropriate to list a limited number of 
conclusions about the effects of T.V. advertising on children and the 
associated child-parent-peer interaction process that can be made with 
some confidence. These are listed in the order of the questions con¬ 
cerning the Action for Children's Television proposal to ban all ad¬ 
vertising on children's shows which was presented in Chapter I. 
1) It is clear that children do influence some purchases 
by their parents. However, the basis for these purchase influences 
requires further clarification. 
2) Television advertising, peer influence, and parental 
influence are three major factors affecting the consumer behavior of 
children. T.V. advertising and peer influence exert more influence on 
children at an earlier age than just a decade ago. 
3) Children of different stages in cognitive developmental 
growth have different perceptual capacities which mediate the impact of 
T.V. commercials in terms of children's subsequent purchase influence 
attempts. These perceptual capacities develop with age. 
4) Children's attitudes toward T.V. commercials are related 
to age, with the oldest children displaying the most negative attitudes 
5) Parental influence is the crucial factor associated with 
the final purchase for children's products. Parents are the "gate- 
keepers" for practically all product purchases in the children's market. 
6) Environmental factors associated with the parents, the 
children, and the point of purchase do affect both the influence attempts 
of children, and the subsequent purchase decisions of parents. 
7) Children's expectations of the parental yielding decision 
do affect their purchase influence attempts. 
The real worth of these conclusions lies in the additional questions 
raised, and the realization that any future research must deal with 
these questions in order to effectively pursue the issue of television 
advertising and children. What is necessary is specific answers to 
specific questions involving the impact of television advertising as 
it interacts with the entire range of factors associated with the 
overall child-parent purchasing process. This thesis has tried to 
raise those questions; future research must be designed to find the 
answers. 
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